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10 “THE ONE TO ONE FUTURE” 
Main Points
(1) Best Customers Identification: i.e., You need to identify your best customers which your business rely on. E.G., “Airlines identify best customers with frequent flyer programs, then loyalize them by offering various conveniences and privileges such as upgrading to better seats.” p4. ***IMP.: “The reason for identifying your best customers is the Pareto Principle: 80 percent of your business comes from 20 percent of your customers.” p4.
(2) The Customer Managers Take Charge: i.e., “In 1:1 marketing, the customer managers are the new kids on the block. More than that, they will take over the decision-making authority of many who consider themselves firmly ensconced in their positions.” p6. E.G., “Since the managers’ goal is the satisfaction of their customers, they must be involved in product and service quality, and increasingly in new-product development. This means they will become line managers, assigning tasks to improve products, production, and service.” p6. ***IMP.: “To make this organizational change without bloodshed, top management must sell the concept of 1:1 marketing to the entire organization. It must stress the importance of the change to the future of the firm. Next, it must use the same lubricants it has in past departmental conflicts – negotiation, compromise, and team management.” p6.
(1) Creating Opportunities: i.e., “If you want to begin a dialogue with customers, make it easy for them to reach you.” p7. E.G., “Many companies have voice-mail system for their employees. Why not for customers?” p7. ***IMP.: “Allow customers to call in and leave a question or comment. Tell them “We cannot answer your call right now, but if you will leave a message at the tone, we will have an answer for you in twenty-four hours.”” p7.

Action Steps
(1) Aim For Share of Customer, Not Share of Market: “To make 1:1 marketing profitable, you aim for share of customer, not share of market. In mass marketing, you’re accustomed to selling as much product as you can to as many customers as you can. You’re concentrating on share of market.” p3.
(2) Stop Thinking of Customers as ON-OFF Switches: “Think of them as volume dials. Your job is to turn up each volume dial. That means thinking beyond today’s purchase to those in the months and years ahead.” p3.
(3) Get Your Customers’ Names: “Get your customers’ names and addresses. Waldenbooks does it by enlisting their customers in a frequency-marketing program the first time they buy a book. There’s a small charge for the program, but they get their money back quickly in discounts. That discount provides the incentive for them to use the program card each time they buy a book. And the card links them and their book choices with any Waldenbooks sales efforts in the future.” p3.

Most Useful Point
Get Your Customers’ Names: “Get your customers’ names and addresses. Waldenbooks does it by enlisting their customers in a frequency-marketing program the first time they buy a book. There’s a small charge for the program, but they get their money back quickly in discounts. That discount provides the incentive for them to use the program card each time they buy a book. And the card links them and their book choices with any Waldenbooks sales efforts in the future.” p3.
1[image: ]
image1.jpeg
..




